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Monitoring Food Intake 
Inventor Ron! Gordon 



EXECUTIVE SUMMARY 



The Need 

The population in deyetoped countries is getting fatter ~ 64.5% of all adults in the 
USA are classified as either overweight or obeseV Studies sugge^ that while willpower 
obvtou^ plays a role, environmental fiactors such as poition size, price, advertising, 
the avaibbilit/ of food and the number of food choices presented can influence the 
amount the average person consumes?. Driyen by consumer demand and fear of 
regulation and litigation^ food makers, retailers and service proviikrs are looking 
for feaable ways to help consunters eat reasonably. 

Over two thirds of Americans claim they to make a change in their eating 
patterns. But while consumers want to be heeJOty, they also want their food to be 
tasty, cheap and convmknt^. Experience shows that trying to make consumers eat 
only foods that are good for them simply doesn't work. Moreover, "good" is a 
dynamic term — health fads come and gou The American Council for Fitness and 
Nutrition and the American Dietetic Association have concluded that all foodb^ yi^ten 
consumed in moderation, can be part of a healthy diet. But although what people 
eat IS ultimately a matter of personal choice, the industry must find ways to help 
make it an educated choice'*. 

A recent report by the FDA's Obesity Working Group calls for re-focusing attention 
on the dmple scientific fact that wei^t control is primarily a fynction of adortc 
balance, stressing the message that "Calories Count* K But reducing caloric intake is 
difficult without appropriate tools. The vast majority of adults are calorie-conscious, 
but less than 30% say they know the calorie content of their food and less than 5% 
know hcyw many calories they need in order to maintain their current weight^* 

Most consumers M/fsfc to monitor their food intake, but lack the basic tools to do 
so. Onty an across-the-board paradiffn shift that makes calories the focal 
nutritional Information for all foods mil allow them to achieve ffce nec^sary 
balance and mtkkration in their eatir^ hsAits, 



CENTICAL™^ - Weisht Control AAade Realistic 

CEh4TICAL^ Is not a diet method. It Is a holistic and flexible framework for nutrition 
control, compatible with all theories and practices of nutrition. The CEr4TICAL^ 
system embodies an ingeniously simple paradigm shift in the food worid, providing 
the infrastructure for a new food measurement scheme that constitutes a realistic tool 
for calories counting. 



The CENTICAL™ Concept: Instead of selling food die traditional way, byj?/e!ght 
or volume, letJs offer food die .CEIMTICAL™ way - packed or measured In relevant 
units defined by nutritional content. 

The CENTBCAL™ Method: CENTICAL^ creates a holistic framework, which 
allows consumers to define a nutritional budget and make informed, controlled and 
flexible choice about the foods they eat within its limits. 

lal Lef s offer foods packed or measured in caloric content units. 

lb] Lef s choose caloric content units that are round numbers. 

tc] The optimal base nutritional unit is 1 00 eateries. 

[d] Lefs make 1 00 calories the new nutritional reference unit and define a new base 
coin in food measurement, tfie CENTICAL^: ICEHTl ^ 100 ^= CALOWES 



CENJKAL^ Curns food monitoring from an ImposdUe chore to a simple 
umfertoltfff^. Counting caforfos boih down to couniing how many CSsmCAL^ 
portions were eaten. ___«____«.,^_=__»_==— « 



7*e CEfsmCAL^ Calorie Cohient Marking System: The common denominator of all 
CENTICAL^'^ products will be large and dear graphic marking of the caloric content of 
the food package, presented at the point of eye contact; at the firont of the pack^e. 

Produd Kange: CEIMTICAL™ products will include all food kinds, allowing consumers 
to choose their food according to their individual preferences and dietary guidelines. 

Produd Types: CENTICAL^ products come in several major varieties, including 
supermarket selections, food service selections and m^uring tools. 

CENTICAL^ Indications: Each CEh4TICAL™ product and portion will be labeled with 
a label on or in the package, showing the CENTICAL™ symbol, the caloric value and 
selected additional nutritional information. The CENTICAL™ indication is a clear, 
modular and prioritized graphic presentation of the few select ntJtritional parameters 
that are the cnix of educated consumer choices. 

CXNTICAiP^-Cmtered Nutritional Label: Our vision te that in addition to (or instead 
of) stating the food's macro and micronutrient content per 100 gr. or per serving, the 
nutritional label will state die macro and microriutrient content per CENTICAL™. 
Using the CENTICAL™ as a reference unit instead of the ill-defined "serving^ will 
allow consumers to bridge the boundaries between food cata^ories and maximize the 
nutritional value of the calories they consume. 



CENTICAL™ - Who Is It Good For? CEr4nCj\L™ is where major trends in 
the health, wellness and food industries convergp. Whichever way you look at it; 
CENTICAL^ is the obvious answer to the needs of a welWefined pull market: 

^ For food industry players, CENHCMP' offers a feasible way to adapt their 
badness in line mth the mounting pressure to help consumers eat 
reasonabfy. CENTICAL^ will even help business by saving less healthy foods 
and encoura^ng tmpulsh/e shopping by weight-conscious consumeis. 

for the cortsumer, CEMflOU™ represenls a modest but etiectiye /nvesfmenf 
in weltness. With consumer psychology at its core, the method is effective 
because it is hoBsHc, realistic and Heidble. It takes into account our conflicting 
desires to diet and to indulge^ our need for simplicity, convenience and taste. 
CBsmCAL^ is a conyenfent way to diet and a convenient way to shop for 
food that allows even weight watchers to grab-and-go. 

^ CENTICAL^ will allow us to change our eating haUts in moderation, increasing 
our chances for long term success. If CENTiCAL^ can work for the average 
person, CENTICAL^ can work for society. The system will be easy to assimilate 
and easy to teach. Even children can count calories with CENTICAL^. 

Business Model & Business Strategy 

CENTICAL™ IS a global concept, applicable to all foods in all food cultures. 
CXMmnON will generate its revenues by frandu&ng various components of the 
Aiisuiess for use by variom custonmrs In various geoffraphic territories. Our 
potential customers include all involved in the food production, packaging and sales 
chain, including food manufacturers, wholesalers, retailers, service providers, the 
packaging industry and even utensil manufacturers. The broad applicability of the 
system guarantees a large vcdume of deals that will allow the company to thrive. 

Our intention is to launch the CENTICAL^ ^slem on a very large sceJe, starting 
with a yride rangje ofpopndar products dmulianeously in a s^Uicant number of 
stores. We assume that once the concept is successfully launched and brought to 
public awareness, there will be a gprowing market demand for CEf4nCAL^ products. 
We believe that CEt4TICAL^*ba5ed food products will capture a significant and 
girowirig share of the global food market. 

: / 

The market is flowing in the direction. While carrying the largest 

burden, the, first major player to laundh CENTICAL^ will also reap the greatest 
rewards. By providing a holistic solution for wdlness^rfented consumers, our 
tirst customer will Aecome a one-^^p shop for this huge segment of the market 



THE NEED 



The Obesity Epidemic-Forcins Chanses in the Food Industry 

Experts agp^ that the population in developed countries fe getting fatter - 64.5% of 
all adults in the USA are classified as either overwvel^t or ob^e^. The obesit/ 
epidemic Is one of the most popular topics in all typ^ of news media. Speaking in 
San Diego at the laig^-ever confeienre on childhood obesHy, Dr. Ridiard Carmona 
called abe&iy ffte tetesf growing caMMse of f7/ness and death in fAe United States 
and said It deserved more attention than any other epidemic^. 

The obesity problem translates into a significant economic burden on the public 
Ob^tty-related medical bills in the U.S. reached $75 billion In 2003. More than half 
this sum, about $39 billion — or about $1 75 per taxpayer — was paid by taxpayers 
through Medicare and Medicaid prc^ms. Taldng into account not only obese 
people but also those who are just a few pounds over an ideal weight, the total 
annual medical bill reached $93 billion in 2003. And this sum Includes only direct 
medical costs related to extra weight but not indirect costs such as time off work9. 

As worriK about obesity sharpen, so does the search for somebody to blame. 
Traditionally, losing weight has been viewed as a matter of personal responsibility. But 
a growing number of studies stiggest that while willpower obviously plays a role, 
envimnmental factors such as portion sine, price, adverti^ng, the availability of 
food and the number of food choices pr&ented can influence the amount the 
averse person consumes^". Consequently, consumer groups blame fast-food 
r^taurants, fiood compani^ and the government for America^ obesity proUem^^. For 
many, specially "public interest" groups, evidence of damage also is evidence of 
liability". 

Government authorities are talcing action, as evidenced by a flood of leffslative 
solutions that are being proposed. For example, in 2003 lawmakers of the various 
states in the U.S. filed more than 140 bills aimed at obesity, nearly double the 72 
filed the year before. In the District of Columbia and half a dozen states, lawmakers 
are debating bills that would require fast food and chain r^taurants to post nutrition 
information such as caloric, fat and sugar content on menus^^. Consumer groups are 
proposing a "fat tax" on some junk foods — and even nutritional "wamingis" on 
product packaging. Taxes on high-calorie snacks and soft drinks arent out of the 
realm of possibility^^. Regulatory authorities such as Ihe FDA are reconsidering 
nutrition label reo^ations^ seeUg^ to improve the quaBty of information ghfen to 
thepuUk^^. 



JP Movgan analyst Amaud Lan^ots called this yeai^ Worid Healdi Organization repoit 
on ob^ity time bomb for the food industry**. Producers, processors and industry 
asscxjations are very concerned that they will be targeted as a special cause of obeity 
and that bad publicity will dama^ sales^'. 

An additional concern in Ifte industry is Cfte growing momentum of litfgatb^n. At 
least seven such lawsuits have been filed, said John F. Banzhaf III, a professor of 
public inters law at George Washing|3on Univer5tty^^ Professor Banzhaf, b^ known 
for spearheading billiorvdollar victories over the tobacco industry and widely credited 
for the removal of cigarette commercials from television is now crhanneling similar 
energy into reforming fast food^®. 

Some of the food oompanle are more vulnerable to threats of lawsuits and 
govemment fegplations than others. An analyst's report from J. P. Morgan in April 
2003 named big companies most likely to suffer (Hershey, Cadbury, Coca-Cola, 
PepsiCo)™. Not surprising^, major fbodmakers and foodsellers are attempting to take 
steps to stave off disaster. 

Many companies have recently appointed advisory boards of top nutritionists. ''All 
food companies are re-examining their product lines and how they market them,' 
says Marion Nesde, nutrition department chair at New York University. Companies 
are chan^ng their portfolios, the composition of their products, their packaging and 
their nutrition labels. For example, Cadbur/s portfolio, five years a^o, was 80% 
chocolate; now it is 55% chocolate. McDortald's menus now feature salads and fruit. 
The composition of foods that are not dietary or health-oriented, and even of junk 
food, is being revised. PepsiCo, for example, says it has taken all the Trans fats out of 
its Frito-Lay snacks. The change cost Frito-Lay in the tens of millions of dollars, but 
this could be a ysnse invetment, judging by recent trends. In the first three quarters of 
2003 unit sales volume for Frito-La/s °better-for-you" products grew about 25%. 

Kraft has Initiated a global overhaul of the way it creates packages and promotes its 
foods. Kraft plans to reduce the portion size, fat and calories of many of its foods, a 
move that other major food companies worldwide are expected to mimic^^. Even 
McDonald's has begun to provide the public with nutritional value information. 
Branches in New York, New jersey and parts of Conneticut now advise customers 
which items on the menu they can choose in order to reduce tfieir intake of fat, 
carbohydrates and calories. *We are trying to educate our customers that the foods 
they love at McDonald's can fit into the diet the/re on% said Cristina Vilella, 
marketing director for the compan/s New York M^ro region^^ 

-V. 

Some food industry supporters believe the lawsuits ha^^' spurred the rush of 
companies announcing new, healthier products, but thar^ng food also may be in 
the best interest of companies, and even may be necessary for ffte/r sunmal* In 



discussions with industry officials and other experts across the food industry, nrKwt 
observers expect that the building ^rar on obesit/* will have both winners and losers, 
and that the "ninr^ble, skillful and fortunate" will be able to position thennselves to take 
advantage of new concepts and ideas as they emer:^, while die complacent and 
slow-moving may well be left behind'^. 

Driven by consumer demartd and fear of regulation and liifgation, food makers, 
retailers and service providers are looking for feasible ways to help conmmers eat 
reason abfyi 

Trends in Food Shoppins- What Are Consumers Lookins For? 

An old industry truism holds that ''the cor«umer is king^. Food retailers today would 
update that saying to "the ransumer is dictator^'*. Analysis of trends in food shopping 
shows v^at it is this consumer is looking fon 

Wellness: Defined in one Xpert's opinion. Wellness is money spent to make you feel 
healthier, even when you're not "side" by any standard medical terms. The Wellness 
Industry has shown astounding growth, rising from virtually zero in 1990 to $200bl in 
y2000. It is estimated that this $200bl will become one trillion - or more - by the 
year 2010^. 1Ve(gAf control and healthy eatii^ habits are a central facet of the 
quesi for Wellness, More Americans are seeldng information on food and nutrition, 
tuning in to healthful-eating messages and taking action to improve their nutrition and 
health than at any time in the past decade^. 

While iat content is less of concern today, people still want to lose fat. In fact, weight- 
less has become the No, 1 dietary trend*^. Sixty six percent of women and 51% of 
men state they need to lose weight^^ At any gh/en time, nearly 29% of men and 44% 
of women are trying to lose weight. Even among those who are not overweight, 
increasing numbers attempt to monitor their daily food intake in order to maintain 
their current weight or to improve their health and well-being* Only 26% of Adults 
are unconcerned with their weight^. Over two thirds of Americans wishing to 
mate a cftangge in their eating patterns vo ns Ut ui e a sutefcuttfaf er^ne for a nrnve. 

Convenience: A glance at die past century's food devek>pment milestone suggests 
that the food industry Is driven by conmmer demantb for convenimce. 
Convenience, however, b a dynamic term that seems to change with each 
generation^\ These days, people want different things from their food. Individually 
wrapped and portioned products are hot. From frozen peanut butter and jelly 
sandwiches to fried chicken, convenience and siiig|e size packages are everywhere^^. 



Convenience is also the name of the game in weight management, with most 
Gonsumeis looking for do-it-youiself weight <x>ntrol tools**. 

rasfe: According to the Food Marketing Institute's annually conducted food trends 
analysis, ^'taste" has always been Ae #1 requisite of consumer^- The trouble is that 
consumers want contradictory things. They want to be Ixalthy, but they also want 
their food to be tasty, cheap and convement, all of which point In the opposite 
direction*^. 

Attempts by fbodmakeis to satisfy the pubHc appetite for nutritionally conscious 
products generated notable flops such as Taco Belfe Border Lite menu, Kello^ low- 
fat Pop-Tarts, Kraffe reduced-fat Chips Ahoy and, most infamous, McDonalds 
McLean burger^. A new Harvard Medical School study sugg^ that children 
between the ages of 9 and 1 4 who diet are more likely to gain weight Aan those who 

do not in part because once they have denied thenreelv^ certain foods, they can 

ending up overeating or bingeing on those same foods?^. The lure of fat and sweets 
remains deeply embedded in our brains and in our history^®, 

It is not surprbing that while over $950 billion are spent each year in die USA on 
food^^ only $34.7 billion are spent on products defined as "dietary^. The Hpnes 
intBcate that ''iBetar/' foodk cfo not £^ ait adiequafe response to Ifce needs of 
dieting comumers. 

Heaftb-conscfons Americans constitute a huge and growing market. This market is 
eager for a fylr solution that will altow consumers to monitor titeir food intake 
easily while eating only conveniently available, reasonably priced, palatable food. 



So How Should The Food Industry Help Society Be Leaner? 

On the whole, the world's food is g^ng healthier. Diet, on the other hand, is getting 
worse. With all the new 'healAier* foods available these days, you would think that 
Americans would be losing we^t, be stronger and healthier. The statistics show that 
just the opposite is true"*^. 

There te a chaotic abundance of ideas and suggestions about what should be done 
about weight control, and by whom. Efforts to change food, improve nutritional 
habits and reduce obesity are complicated by a fundamental problem: Sdentists still 
fcaveni ilecided on the healthiest approach to dating- 

Experience shows that trying to make consumers eat only foods^at are good for 
them simply doesn't work. In a recent report on obesity, Merrill Lynch described the 
(bod market as "bipolar," dhfided between our urges to diet and to indulg^^^. 



Moieover, "good" is a dynamic term, affected by a host of individual and^^ocial 
factois. Health tads come and go^ just as hemline rise and fall^. The flaturai 
Marketing Institute (NMI) has released a study focusing on what it calls %velln» 
polarization" — a move by consumers "away from more moderate atdtud» about 
health and welln» and toward oppc^ng ends of the spectrum": either ail-natural or 
all-carbs or all-protein or all-whatever**. In 1985 people g^ve up caffeine; in 1987, 
salt; in 1994, feiL Now, its carbohydrates. All those previous fads faded^. A report 
Issued by the Hartman Group caib the current low-carb craze a passing fad, although 
it considers it an indicator of a wider trend regarding the eating habits of Americans in 
general. Only about 1% of all consumers can be expected to become long-term 
followers of a low-carb diet, and even this could be an overestimate^. In response to 
attempts to classify foods into good and bad, the position of the American 0>uncil for 
Fitness and Nutrition^^ and the American Dietetic Association^ Is that: 



All ikHMl^ when consumed In nuMlera^n, can be paMt of a healti^ 



"Diet related health problems are more a matter of unhealthy diets than unhealthy 
foods^, said Dr. Mark McClellan, commissioner of the FDA. "It is the lack of useful 
information that is prompting consumers to make unhealthy eating choices". The 
conclusion reached by Rogpr Deromedi, Kraft co-CEO, is that "What people eat is 
ultimaidy- a matSer of personsJ choice, but we can help make H an educated 
choice^K The question is what Is the most beneficial information and how can it be 
used effiectiveiy* 

On AugMSt 11, 2003, Mark B. McOellan, M.D., Ph.D., O>mm{ssioner of Food and 
Dru^, created the FDA'fe Obesity Working Group (OWQ. He charged the OWC to 
prepare a re(X>rt that outiines an action plan to cover critical dimensions of the 
obesity problem from FDA'S perspective and authorities. "Our report concludes that 
there is no substitute for the simple formula that 'caloris in must equal cafories outf in 
order to control weight," said FDA Deputy Commissioner Lester M. Crawford, 
D.V.M., Ph.D. "We're going back to basics, designing a comprehensWe effort to attack 
obesity through an aggressive, science-based, consumer-friendly program with the 
simple message that "Calories Count^."" 



AcsDordlt^totheFDA, then is one iKisic sdentilic truth abouiwel^tcontmk 

We^i control is primarily a functim €^ caloric balance. You are^i^ to lose 
wei^t if you consume less cafoffcs than you bum. " - 



James O. Hill, PhD, director of the Center for Human Nutrition at the University of 
Colorado Health Sciences Center in Denver, found that people are gaining one to 



two pounds a year. The leason is that they eat a tiny amount more every day than 
they should — no more than 100 calories more. The solution is simple — "eat less/ 
says Hill. More specifically, cut 100 caloric every day^\ 

But even this small change is difficult to make without the appropriate tools. Previous 
paradigms aimed at helping people reduce their caloric intake (e.g. introduction of 
diet foods or low-fiat foods) gained many followers but^ as the obesity figur^.show, 
produced litde effect We believe that only an across-the-board paradigm shift that 
makes caloric the fcx3l nutritional information for all foods in all categories can 
create a supportive environment for calories counting habits. 

Calories, the common denominator of all foods, are the aspect of nutritional content 
that is best known to the public. Yet a survey conducted by the CENTRITION team 
diows that while ffte vasf majority of adulis are calorw<onsdous, less fftan 30% 
know Ote alorie content of the food they eat and less fhan S% know how many 
calories they need in order to maintain their current weigh^^- 

Despite the abundance of diet books, increasing media attention and growing 
consumer awareness about nutrition, consumers have trouble using the language of 
nutritional content. Without knowing the caloric value of our foods or our daily 
calorie requirements, we can neither reduce our caloric intake nor substitute healthy 
foods for unhealthy on« within our caloric budget. Without an easy-to-use frame of 
reference we just can't apply the nutritional content information we're gpven to gqide 
our nutritional choice Thte lacldng information holds a key to successfol long term 
changes in our eatir>g habits. 



THE PARADOX: Everybody now agrees that most mnsumers wish to promote their 
wellness by nwnitoring their food intake, hut Isxk the ba^c tools to do so. €>nly 
with die appropriate took will we be aide to acMeve the necessary balance and 
modkradon in our eadng Aa6f Is; 



This is where CENTICAiP* comes into the pictore. 



CENTICAL^^ - WEIGHT CONTROL MADE REALISTIC 



The CENTICAL™ system embodies an ingenioudy simple paradigrn shift in the food 
worid, which gh« consumers a realistic tool for controlling their food intake. 

The CENTICAL^ Concept 

The obvious way to ffve consumers control over their food intal^ fe to provide them 
with portior» measured directly in relevant units of nutritional content. 

instead of selRng food the traditional way, by wei^t or volume, lets offer food 
the CENTICAL^ way— packed or measured in uni ts defined by nutritional contewt. 

CENTICAt^ provides the infrastructure for a uniform food measurement 
scheme based on nutritional content. 

^ The CENTICMT** approach creates a paradigm shift by defining a unifonm 
nutritior)al frame of reference for all food types. 

This is the simplest way to help consumers grasp the relevant nutritional 
information, thereby ^ving them a practical tool for food monitoring. 

^ As consumers gain the means to control their nutritional Intake, food 
manufacturers, retailers and service providers free themseh/es of excessive 
responsibility. 

The CENTICAL^'^ Method 

CEf4TICAL^** is an intuitive yet surprisingly new method that creates a holistic 
framework for nutritional control. Based on a few simple tools, CENTICAL™ allows 
consumers to define a nutritional budget and make informed, controlled and flexible 
choices about the foods they eat within its limits. The modular CENTICAL^ method 
has four main facets, which can be adopted in whole or in part as an implementation 
of the basic CENTICAL™ concept: 

[a] A caloric budget is a frame of reference that can augment and improve any 
weight control method. So let^s offer foods packed or mes^red in calonc 
coMent units* ^* 



The CENTICAL^ ccmcept may also be imfdemented by offering food In other nutrilional content un&s, sudi as 
carbohydrate oontBnt;.prDtein content.etc. 



[b] Adding round numbers is fast and easy, and only fast and easy nnethods work* So 
lefs dhoose caloric conteiit units that are round numbers. 

[c] In addition to being easy to use in calculations, the base caloric unit must be 
reasonable as a serving size — neither too ^all nor too large- Based on analyses 
of current trerKk in the food industry, we believe that the optimal base 
nutritkmal unit is tOO cafones; So lefs define the basic serving for each type of 
food as the minimal reasonable portion, rounded to the nearest 100 (or 
sometime 50) calorie unit. 

[d] If 100 calories are the optimal base unit, tefs make 100 calories the new 
nutritional reference unit and define a new base coin in food measurement, 
theCENHCAL^: 

!CEMTIl =100 gjQ = CALORIES 




With thousands of food products mailable to 9^ we need easy-to-mxss and eaa^r- 
fo-use tools that wUI allow us to make informed nutritional choices. The new 
CENIICAIP^ unit is precisely that kind of tool. CEt^TICAL^ enables defining and 
implementing a csdoric bud^t and serves as a reference unit that bridges the 
Ifoundaries between food cat^ories and enables comparisons and educated 
diowes among foods of all lands. 



The CENTICAL^ Calorie Content Marking System 





The common denominator of all CENTICAL™ products will be laige and dear graphic 
marking of the caloric content of the food package, presented at the point of eye 
contact, at the front of the package. Every CENTICAL^ product will be marked with a 
dear, graphic indication of its caloric content, in the following manner 



a Every food package will state the caloric rantent of the 
total amount of food it contains. 
Whether buying an individual-portion 
product, a multi-pack or an economy 
pack, the consumer must know the 
cakiric contents of the entire package. 



If the package contains more than one portion, the total caloric content inay be 
stated as a prxxluct of the caloric content of an indhddual portion and the 
number of portions in the pack. Thfe, however, requires that the package be 
provided v^th the means for dividing it into indhndual CENTICAL-ly^sind 
portions. 



For example, in the case of multi-packs and portioned 
products, each individual pack v^ll contain a 
CENTICAL-ly^ized portion. Thaf s why ttfs reasonable 
to state the caloric content of entire multi-packs as the 
product of the caloric content of an iruiividual pack 
and the number of individual packs in the package. 
Every individual pack will also be marked with an 
indication of its caloric content. 



The same principle applies to economy 
padcs. If the pack is equipped with an 
inherent one-step measuring tool for 
individual CENTICAL-ly-sized portkins, it te 
reasonable to state the total caloric content 
of the pack as a product of the number of 
portions. The package will contain a page of 
removable stickers stating the caloric 
content of each portion. 
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Product Ranse 

CENTICAL™ products will include all food kinds, allowing consumers to choose their 
food according to riieir individual tastes, preferences and dietary guideline. The 
range include: 

■ Baac products e.g. bread, cereal, rice, pasta, fruits, vegetables, rrtea^ 
poultry, fish, beans, eggs, nuts, milk, yogurt, cheese, fats, oils, sweets. 

■ Reatfy^io^i products 

m /ines/i, fromn, cooked and canned food 
m Sofi drinks, juices and alcoholic 6ever£^ges 

Product Types 

CENTICAL^ products come in several major varieties: 
^ Supermarket Selections: 




Indi^ihMal portton packages with a predetermined calorie cx>ntent, i^ually a 
CEh4TiCAL^ multiple; 




siD[p[r<n) 



soia 




sue Amp 



■ Vamus types ofnwi&packs & porimned prodtscis, including pack-in^ck, 
joined package, multi-packs or packs with portion dividers coiriprising 
several individual portions witfi a predetemnined calorie content, usually a 
CENTICAL™ multiple; 




Ml tf-size padtefges intended for consumpttm by one indMdual over more 
than one eating session but wiMn the tune-frame set tor the caloric 
budgsL For example, a 3-CEh4TlCAL^ milk botde may be 
i^ed for the morning's cornflakes and the entire day's 
coffee, allowing a daily calories count that doesn't require 
measuring the calories In each indhndual cup of coffee. 
Likewise, a 7- 
CENTICAL^ chocobte 
tablet can be eaten at 
will throughout the 
week as part of a more 
flexible weekly caloric 
budget. 



Olfter padks supplied vinlh inherent tools 
for measuring out food from the package 
in calorie-based portions. These tools may 
include markings on the package, 
markings on the food itself, botde caps 
serving as measurement cups, etc. 





■ Marians^ on the food, allowing measurement of 
partial quantities In CENTICAL^ units; 

■ Measuring jt^ with markings for measuring out 
specified liquids or bulk foods (e.g. flour or cereals) 
in CEIMTICAL^ units. These measunng jugs may be 
offered with the food package or separately; 

■ Scales allowing measurement of foods (e.g. flour, 
pasta, fruit, vegetables, fats) in CENTICAL^ units. 
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CENTICAL^'^ Indications 

Each CENTICAL™ product and portion will have a label (preferably a removable 
sticker) on or in the package, containing the following information*: 

■ C&mCAL^ symbol 

m Mmary nuitiiional inSorma^on = cafomr valuB, in calories or 
CENTICAU^. 

■ Secondary information = selected additional nutritional and/or non- 
nutritional information, dBsplayed gjraplucadfy. The choice of additional 
information displayed will reflect changing trends in the health, wellness and 
food industries, it may indude standard nutrition statements (e.g. "no sugar", 
"low sodium"). Food Pyra^nld Croup, relative protein/carbohydrate/fat 
content, and any other nutritional content information in demand (e.g. "low 
carb", "high protein'O/ as well as any other non-nutritional information (e.g. 
product name, weight, price). Sample labels may (but don't have to) look 
like this: 

- Name of product 

- CENTICAL^ symbol 

- Number of calories in portion 

* Red color dasafying the product as bekui^i^ to the Food Pyramid Meat; 
Poultry, Fish, Diy Beans, & Nuts Group 

- "Low Garb* indication, aimed at oonsumefs on low carb diets 






- Same, but calorie content is stated in CENTICALs^ instead of calories. 



- Name of product 

. CENTICAL^ symbol 

- Number of calories in the container 

- Standaid "low faST indication, as defined by the FDA 

- Blue color for the Food Pyramid MiDc, Yogjurt & Cheese Croup 

- Name of product 
-CENTICAt™ symbol 

- Number of catories ln the serving 

-Ririgsshow relative content of carbohydrates (brown), proton (red) & fat (yellow). 



. CENTICAL"^ symbol 

- r4umber of calories in the seivii^ 



* Tttis sddcer is an addition, not a replacement to the nutritional labdlng required by law. 



CENTICAL^-Centered Nutritional Labd 

We believe that the CENTICAL^ is the ideal reference unit for use in focxi labels. Our 
vision is that in addition to (or iretead of) stating the food's macro and micronutrient 
content per 100 gr. or per serving, the nutritional label will state the macro and 
micronutrient content per CENTICAL^. Using the CENTICAL^ as a reference unit 
instead of the ill-defined "serving' will allow consumers to make informed choices, 
maximizing the nutritional value of the caloric tiiey consume. For ^cample, say you 
want to eat a 4-CENTICAL"^ lunch but prefer to avoid carbohydrate or sodium. The 
CENTICAL'^ nutritional label will allow you to compare directly the nutritional 
benefits of a 4-CENrnCAL^ tuna salad and a 4-CENTICAL™ ready-to-eat chidcen and 
vegetables meal. 

The CENTICAL^ may also be used as a reference unit for weight and/or volume (e.g. 
50 gr/ CEt4TiCAL^, providing a measure of ''energy-density*. According to a report 
submitted by the UK House of Commons Health Committee, energy-density, i.e. how 
much energy the focxI contains in relation to its weight, b more important than the 
total amount of energy a food has?'. Energy density relates to how satiating, or filling, 
a food is. For example, a king-size Snickers bar, which we^;hs lOOgr, contains more 
calories than a main meal of Sirloin Steak served with Potatoes and Broccx>li, with a 
total weight of 400gr. Its high energy-der^it/ means that the Snickers bar has a 
disproportioriately high calorie content relative to its satiating effect 

CENnCAL^M-Based Pricins 

CENTICAL^ may also be used as reference unit for pricing. Instead of (or in addition 
to) stating the price per weight or volume unit; the item may stated per 100 calories 
orCENTICAL^. 

Documentation Means 

CENTICAL^ Diary. Experts agree that keeping a food diary greatly contributes to 
successful long-term weight loss^. CENTICAL^ consumers wishing to document their 
food intake can simply remove the sticker from the personal CENTICAL^ portion 
eaten and stick it on the day's page in a CENTICAL^'^ diary. At the end of the day the 
diary shows how many calories were consumed and other relevant information such 
as which foods were eaten and how they were dhoded among the Food Pyramid 
Groups. 



CENTICAL^Advantases 



CENnCAL^ turns food monitoring from an impos^le chore to a srmp/e 
undertaking. Counting caloric boils down to counting haw many CEhmCAlP^ 
portions were eaten. - 

CEr4nCAL^ address^ the needs of a growing pull-market that is demanding a 
convenient, simple and realistic tool for tracking food consumption. 

^ CEIMTICAL^ is a holistic framework that enables consumers to control their 
nutritional intake widiout restricting them to a particular choice of foods. 

^ Being compatible with all foods, CENTICAL^ is of course compatible with all 
diets and diet methods. 

With CE^4nCAL™*, consumers can define a daily calorie budg^ which they can 
use on its own or as a frame of reference to augnient their chosen diet method. 

^ CEIMTICAL^ is not difficult to implement as it does not require major chariges 
either in food products or in food shopping habits. 

^ For the consumer, CEIMTICAL^ represents a modest but efifiective Investment In 
wellness. For food makers, retailers and service providers, CENTICAL^** 
represents a means of passing the responsibility for weight control to the 
consumer and being perceived as pro-consumer 

IVe believe that before long consumers will be asking for a C£NnC4i'^ of milk, a 
Aree<S>fnCAL^ sandwitA and a CEtmCAU^ of salad 



The CENTICAL™ AAethod - Frequently Asked Questions 

Why calories? 

^ Because a fca^ble caloric budget is a tool that can an^/ment any iliet. 
Different people vouch for different diet methods. Calorie counting need not 
replace any of diese. Whatever you choose to eat^ keeping within a reasonable 
caloric bud^t can only do you good. At die very least, attempting to keep 
within your calorie budget will make you think more about what you eat. If 
you're willing to invest a litde more thought in your food, keeping a constant 
calorie budget will allow you to experiment with various diet methods and 
check what really worics for you. And finally, if you're a believer in 
strai^tforward calorie-based dieting, well obviously, a calorie budget is just 
what you need. 

^ Because according to the FDA^, the only way to lose weight is either to 
reduce calorie intake or to increase c^ojrie bumlM^g throvgfB exerdse. Some 
surest that other methods work too, but nobody doubts that as lorig as you 
consume less calories than you bum you are bound to lose weight. 

^ Aecaose given the r^fU caloric toofs we could efkci balanced and nmilkrate 
changes in our diet Instead of going on a drastic ''none of this" diet we could 
eat as litde as 100 calories a day less than our daily requirement to produce a 
moderate and easily maintainable pattern of weight loss. Alternatively, we could 
substitute the foods we eat by healthier foods while keeping the number of 
calories we consume constant. 

^ Because most food droppers are calorie<onsdous anyway. Women buy 82% 
of all groceries^^ Sixty-six percent of American women think they are too fetP. 
Analysis of the Food for Women market shows that women pay great attention 
to the cak>rie content of tiieir food**. 

Can't we count calories without CENTICAL^ 

We can, but itTs awfully dURculL Nutrition labels normally specify the calorie 
content per serving. But more often than rK>t consumers find it difficult to 
otimate what portion of a package constitutes a servings or how many soKsilled 
servings they actually eat. True, the information is there, but we need to make 
complex estimations and calculations in order to use it. According to a report by 
the FDA's Obesity Working Group, many consumers are not willing to spend a 
lot of time reading labels^'. 



^ The US Federal Tiade Cbmmlsaon (FTO b recommending to the FDA ,0»at it 
should le-examine how food labeb define serving sizes becai^ these labeb 
"may significantly understate the amount of particular foods and caloric that 
people typically consume*^." The FDA is contemplating a change in policy that 
would force manufactureis to specify nutrition information for the entire 
packatge, not just for serving sizes; "IVe want to mafte sure consumers c/oni 
neecf a calculator to makB wise nutritional choice^ said Peter J. Pitts, the 
FDA's assodate commissioner for external relations^\ 

^ Not only is the information on UMMtrition labels ^Bfficult to use, HTs also 
dUBcult to see! Nutrition labels are small and crammed. Many people actually 
have difficulty reading the calorie contend let alone figuring out v»*tat it means. 

Why multiples of 100? 

^ Because using nundnuntbersk easy. Miiltiples of 100 are the ea^estw^ to 
do calorie math, not the only one. One common thread in food marketing te 
simplicity. Marketers have leamed from eariier failed attempts that complicated 
serving calculations contributed to consumer resistance^. 

Itecause when we examine on-the^heH producHs, 100 calories appears to be 
the optimal base unit in many types of foods. Many products ate already sold 
in serving that are ±1 0% from the near^ CENTICAL™ serving. 

Because in an industry increa^t^gfy centered on snxidng and ff'ab-and-^ 
U)od, too csdori€S emeiges as the psychotogically optimal individual serving 
size. Studies conducted by Luna Bar creators showed them women had a 200- 
calorie threshold when it came to snackin^. Kenneth Cooper, MD, MPH, one 
of the world's foremost experts on health, nutrition and exercise, has developed 
guidelines for Frito-La/s new snack products that include a portion cap of 1 50 
calorie^. On the other hand, products served In portions of up to 50-calorie 
are identified as dietary and hence less tasty. If 150-200 is the upper threshoM 
for serving sizes and 50 is not attractive, 1 0O is ideal. 

Normal diet methods tell us what to eat Why doesn't CENTICAL^^ 

^ Thars the beauty of€XimCAL^ — CfNJJCAI"* is not a iBet method. It is a 
broad and flexible framework providing a tool for nutrition control, 
compatible with all theories and practices of nutrition. You can eat healthy or 
unhealthy. You can be a carb fan or a protein fan. You can eat the foods you 
believe right for your age, gender or health condition. You can consult your 



doctor, adopt the current fashion in nutrition or ignore the lot The choice of 
what to eat fe entirely up to you. But whatever you choose to eat, you will know 
exactly how many calories you've consumed. 

✓ No matter whatyou choose to eat C&iTiCAL^ will pmvide you wUh a tool 
to impmvB your dSeL With CElsmCAL^^ you can easily ej^riment to find your 
individual caloric budget. You can then stay within the budget and experiment 
with different foods to see yAtat works best for you, 

^ C&mCAlP* kapla^orm^miyvittencourasRat^ 

to develop CCNnCAtP^'based diet mthtHk and tools. Diets incorporating 
CEhfflCAL^ products will obviously be more convenient and easy to follow, 
hence more effective. 

But healthy eatins is more than calorie countins! 

^ Ohviou^, but u^Ve got to stert somewherel That^s why in addiUon to 
calories, CEMri€y\L^ labels will indicaie other selected, targeted nutritional 
information, sfated in easy-lM^a^ mats. For example, labels can be color- 
coded to help consumers watch their cak>rie intake while following the 
gMtdelines of the USDA Food Pyramid. Other types of information may be 
selected to addr^ the needs of specific target populations. For example, chains 
aiming at the elderiy population may add statements such as *low sugar* and 
'low sodium" to the CENTICAL^ labels. Pie charts or otiier visual means can 
show the distribution of carbohydrates, proteins and fats where there's public 
demand for that kind of information. 




^ Grasp all lose all. The purpose of the fXNnCAL^ Indication is to make it 
easy to s^aqs ffte highest priority nutritional irdbrmation, not to replace full 
nutrition labeling. Full nutrition labels are packed with information that is both 
hard to read and hard to sort through. With obesity on the rise, locating caloric 
content quickly and easily b of central importance. Ttef s what CEIMTICAL™ 



does. It fe a dear, modular and primitized graphic presentation the few select 
nutritional parameters that aie the crux of educated consumer dioio^ The test 
of the information appeals on the nutrition label. 

Is the CENTICAL^ method compatible with popular carb-avoidins 
diets? 

^ Ceriainfy.The€X^n€3onceptofthe<XfmCAL^qfS^ 

sold not in uniis of we^hi or votumc bui in unUs of nuirUional contimt^ 
calorie content protein contend carb contend or any other. We believe that 
the basic nutritional content unit is the calorie, but other nutritional units can be 
used in addition or even instead. For example, the above-mentioned color- 
coding system could be used to cater to the needs of consumers on a carb- 
avoidlng diet. These consumers would be advised to concentrate on products 
with red labels and avoid those with brown labels. A more radical approach to 
the carb-avoiding issue, also protected by die CENTICAL™ patents, would be to 
eliminate reference to calories entirely and to sell products in units defined by 
protein and/or carbohydrate content. 



CENTICAL^'^ - WHO IS IT GOOD FOR? 



Whichever way you look at h, CENHCAL^ seems like the obvious answer to the 
needs of a well-defined pull market Consumers are thiisly for easy-to-use took to 
control their nutrition. Lawmakers and opinion leaders are fervently searching for the 
appropriate took in the fight for we'^t control. Whether they want to or not, food 
providers will have to comply. The CEt4nCj\L™ system is where major trends in the 
he^th, wellness and food industries converge. 

IVe believe Hmt CSmCAL^-Jkased food products will captMxre a s^ificant and 
growing share of the global food market 

How Does CENTICAL^'^ Work for The Food AAaker & Provider? 

aNTICAL^ offers a feasible way for Food Industry players to adapt their busimss 
in line with the tmutrtins pressure to help consumers eat reasonably. 

y By pvtng cotmuners a practwable tool for controlling d^ir calorie intake, 
fooff makers ami pmviffers will make a mbstantial move la free themselves 
of the blame for obe^ty. The CEr4TICAL^ method Is a way to provide the 
relevant nutritional information In a transparent and user-friendly manner, Thb 
is precisely what the industry has been looking for — the means for passing 
responsibility to the consumer. 

CENTICAlT^ can help food consumers wiffc ensuing benefits for the food 
business. fheCENTICAL™ mediod is compatible with all foods, not only 
dietary or health-oriented foods. Offering CENTICAU** versions of their products 
may help industry players minimize the changes they have to make in their 
portfolios. By answering the needs of the weight-conscious majority, food 
producers and retailers can g?iin an Important advantage and increase their 
market share. 

CMfering CENTICAL^ to th&r dients serves the kr^term goal of food 
manufacturersi, teCailers ancf service providers, whkb is to be perceived as 
pm<Jonsumer and contributir^ to sodety^s batde against ob^ity. In an era of 
tough competition and increasing consumer awareness, appearing to put the 
cxHisumer first can. help sales. 

^ CENTICAlP^ will encourage impulme shopping even by we^t-amsctous 
consumers. Most weight-consdous consumers limit tfiemselves to a r^ricted 
set of foods. CENTICAL^'^ will enable them to splurge within their caloric 
budget. 



Won't it be difficult for food providers to implement CENmCAL^ 

^ No. in fee* many products are already sold In serving fhaf are jtf 096 from 
the nearest CENnCASP' servit^. A detailed observation of food pad^g^ sold 
in supermarkets shows that CEKTICAL™ multiples are a reasonable size of 
package for most food kinds: 

B Packaging of bread and cereal products, fruit, vegetables and dairy products 

can be easily adapted to the CENTICAL™ method, 
B Meat products and some types of readyto-eat food that do not easily lend 

themselves to single-CENTICAL^-sized portions can be soU in multiple 

CENTICAL^ units. 

✓ food service prmnders can list the CENUCAL^ content of the items on their 
menu. Delis could offer a choice of 3, 5, or even lO-CEIvmCAL^ sandwiches. 
Even hamburger chains could offer a 6 CENTICAL'** lunch comprising a regular 
hamburger, a small serving of fries, salad with dressing and a diet bevera^. 

Won't the CENTICAL^'^ work only as a niche market, for low or 
reduced calorie foods? 

✓ No! The reduced calorie niche is substantial in Hself, but CENTICAL^ aims 
higher. €XNnCAL^ CaiqgeCs lire majority of consumers, who on the or^ hand 
want Id watch their wef^tandon Ifte olfter cfo nol wani to Bmtt dtemseiws 
to ""dietary^ foods. Applying the CENTICAL^ method to the entire range of 
ftxxl pniducts will provide these consumers with the psychologically realistic 
solution they are looking for. Food makeis and providers will reap the benefits 
of offering consumers thb service, without having to make radical changes in 
their portfolio. 

For diversified food producers, some foods will win, some lose. Why 
should they so for it? 

^ Because whether dmy want it or not, whether they gain or lose, food 
producers are already h&rtg forced to at^ust to the hetdth'Or^ted trend in 
Hte food industry. Once CENTICAL^ enters the market, producers will have no 
choice but to comply with cor^sumer demand. 

For many foods, CENTiCAL^ may in fact equal stf/vivaf. The low-carb craze, 
for example, has caused its followers to deny carbohydrates altogether, with a 
significant effect in the market The health-oriented atmosphere has resulted in 
changes such as a ban on soft drinks in schook and a decline in French Fries 
sales. CENTICAL^ tnay turn out to save many of these foods, which can be sold 
in portions with reasonable caloric con|ent. 



So, will food manufacturers be wlllins to invest in CBMTICAL^'^ 

y Kes/ When consumers an looldng to buy manv^isutu^ • 
With CENTICAL™, food manufodurers can gjve their customeis what they both 
need and wanL This te an opportunity to meet the demands of the weight- 
Gonsdous majority, allowing food producers and retailers to g^in an important 
advantage and increase their market share* 

How Does CENTICAL™ Work for The Consumer? 

WiAoui limiting consumers ft> a resirided set of foods or forcing Ifcein to 
radically change their shopping patterm, CENTtCAlI^ proviiles a framework for 
nutrition monitoring that is holistic, H&dble and rea/fetf c 

✓ Wnth consumer psydmlogy at its core, CBmCMP* offers consumers a 
reeJbth: proofed for tong term suoo^ CENTICMJ'^ will nrtake it easy to 
maintain healthy, moderate eatir^ habits, eating food we actually enjoy with no 
unnecessary fuss or deprivation. 

^ CENTKyW^ is a convenient way to diet. In addition to the obvious advantage 
of facilitating calorie counting, CEhmCAL™ will make it easy for weight 
watchers to shop for varied, palatable food suiting their tastes and nutritional 
needs. 

CENTiCAlJ^ is a convenient way to shop for food. The availability of a large 
variety of products within the system, all easily identifiable on supermarket 
shelves, will make it easy to shop for food tailored to the nutritional needs and 
lifestyles of individual family members. With CE^4TlO\L^ even weight watchers 
can grab and go. 

^ CEI^tCAL^ pioducis represent a modlesf yet effective investment in healtii 
and wellness. Offering foods that are generally cheaper, but also tastier and 
more varied than !^)eciail«d health or dietary foods, the CENTICAL^ method is 
a reasonable move towards a reasonable lifestyle. 
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What does a typical day look like for a CENTICAL^ consumer? 

^ Define an X-CENUCAiJ^ caloHe butfget for the day. £af wftafever you tvan^ 
wheiwer you wan^ whenemr you wan^ but nnAe sure your CBmCAUf^ 
adduptoX* 

You can set out a CENTICAL^ milk bottle for the entire day's 
coffee supply and use it throughout the day until it is finished, or 
use a CENTICAL™ milk measuring cup to prepare your daily milk 

allowance. You can eat a mini-bag of 
cornflakes from a CENTICAL^ multi- 
pack. You can order one of the 3, 4, 5 or 
6-CENTICAL^ sandwich (or cake!) at the 
deli. You can prepare a CENTICAL-ly- 
sized individual portion package of pasta with sauce. 
You can make a CENTICAL-ly-sized chicken salad 
from chopped chicken breast 
and frozen vegetables from 
tfieir CENTICAL^ portioned 
packages, olive oil measured 
out in die CENTICAL^ botde 
cap and mayonnaise measured out in a CEI>mCAL"^ 
measuring spoon. Whether you make it at home, buy it 
ready-made or dine out, whether you invest in more 

expensive individual portion products or use 
economy packs with CErNiTICAL^ measuring 
tools, just count your CENTICALs^ and you'll 
do OK. 





Won't the CENTICAL™ system require major chanses in consumers' 
shoppins habits? 

^ Nol Changes in fmufy structure and lUbsiyle, combined wOh die search for 
convenience, are driving more and more consumers to buy food in personal 
portions. CENTICAL^ fits Into this trend, enlarging die selection of food 
products offered in personal portions, with the added benefit of contributing to 
weight control and overall wellnes. 

Famili^ can continue to enjoy economy wze packages, which ivili be 
provided with easy to use tools for meaatring CESfTICAl!^ portions. 

Will consumers be wlllins to pay for CENTICAL^ products? 

^ Absolutely. The CmVlOU'*' method can be ^plied to a broad fange of 
prodmts at no sifftificant cost to the end consumer. Certainly mo^ 
CENTICAL^ products will be no more expensive than specialized ''dietary^ or 
"healthy^ foods. Depending on their priorities, consumers will be able to choose 
between different CENTICAL™* measuring tools, at different price premiums. For 
example, buying indh/idual 150-calorie milk botdes may be more expensive but 
also more convenient than measuring out milk from a larger scaled bottle. 

✓ Consumers are willing to pay to be healOtier. The CEhfTICAL^*^ method fits 
well into the rapidly growing Wellness industry and offers a significant 
enhancement to the wellness-oriented lifestyle. 

^ Our sun/ey results show that consumers are vinlling to spend more on dieir 
food wNk dieting to compemate ffcemsefc^s for Ifte derivation. 
CENTICAL^ will offer them the opportunity not only to eat modestly but also to 
splurge, without necessarily breaking their diet. 

^ CdnstrmeffS are wilting to pay for extra convenience. CENTICAL^*^ equals 
convenience for all those millions who want or need to monitor their food 
intake. 

But diet is a psycholosical issue, and CBMTICAL™* doesn't deal with 
psycholosical aspects. 

On the contrary. CENTKAL^ is ABOUT psydiology. The method is effective 
because it is fl&dble. It tates Into account our bipolar attitude to food, our need 
for simplicity, convenience, ffexibilit/ and taste. It provides us with a framework 
to change our eating habits in moderation, increasing our chances for long term 
success. 



So Can CBMTICAL^ Help Society Become Leaner? 



The CXNn€IASJ^ method is a mn^fbr-all solution to the weigfti control problem. 
As^milatti^ CENTtCAiP^ into the food culture can indeed help socxty be lean&r. 



^ The simple, s^mdardized and effective CENTICAlP^ method can be 
instrumental in controllirtg sodety^s obesity problem, CENTICAL^ was 
designed with die needs of die majority of die population in mind, even those 
of us with less than admirable perseveranoe and self control. If CENTICAL"^ can 
woric for the average person, CENTICAL^ can work for soci^. 

^ Since (XNTICAlP* can avfg^teni any diet rmthod, d^re^s no reason to diefa^ 
acdon undl the vyrngf^t control cfebafe is setded^ Regardless of the ever- 
changing health fads and expert opinions, endorsing the CEh4TICAL^ method is 
a reasonable move for l^lslatDrs, regulatory authorities and consumer groups. 

CENTICAL^ serves everybody's interests — it can work for consumers mth 
ensuing 6ene/7Cs for Food Industry players. Since food makers, retailers and 
service providers will benefit from offering it as a service to their customers, 
CEIsmCAL'^ can have a significant effect on the focxJ culture even without 
legislative enforcement. 

^ CENTKAL^ will be easy to teach and easy to assimilate — even preschool 
children can comi dteir CEhiTICASP^ labels! With childhood obesity on the 
rise and increasing awareness of the importance of early education to good 
nutrition, a weight-control method that even children can understand is of 
obvious significance. 



All raadb lead to CEMr/C4£™. We Jusi happened §o be the firsiio notice. 



BUSINESS MODEL 



CE^4TICAL^ is a global concept, applicable to all foods, in all food categories, in all 
food cultures. Its potential market spans the entire food universe. CENitunON will 
genenOe / fs revenue by firainAiang variom conqtonents of the bt^n&s tor use 
by various customers in various ge^^apiiic territories. The company's potential 
customers include all those invoh^ in the food production, packaging and sales 
chain, including food manufacturers, food wholesalers, food retailers, food service 
providers, the food packaging industry and even food-related utensil manufacturers. 

Since the CEh4TICAL^^ system can be applied on many different dimer)sions and at 
many different volume, GENffjaiiON can self fioefises of many dBfferent scopes 
accortSng to tite needs of its dUIerent potential customers; Some customers may 
want to license the rights to the broad CENTICAL^'^ concept, adopting sale of foods in 
nutritional content units as a method of doing business with or without the specific 
implementations suggeted by CENTRITION. Others may want to license the method 
of selling foods specifically in caloric units, in round caloric units or even in 
100-cadorie multiples. Others may want a license to use the new CEh4nCAL^'^ unit, 
with or without the CENTICAL^ trademark or a CENTICAL^ stamp. Yet others may 
want to license the rights to spedfk: caloric measuring tools. 

Some customers will want to apply CBmCAL^ metlwds to a broad range of 
products. Otiiers will want to be more selective, aiming at spedfic target markets. f=or 
example, retail chains may want to use the CEf4TICAL™ metiiod with their entire line 
of private label products. Food manufacturers may want to use the method across the 
board or only with a narrower selection of food categories. Package manufacturers 
may want to Iteense the use of caloric packaging. Oil and salad dressir^ 
manufacturers may want a license to use bottle caps for caloric measuring. Food 
service providers such as restaurants or catering busin^ses may adopt the new 
CElsmCAL^ unit and sell 3, 4, or 10 CENTICAL^ meals. Plastics manufacturers may 
want to sell CENTICAL^ measuring utensik. And the list of opttons is endless. 

(XNIRiTION inimtk fb ^ply a Hejdbk rantge of fraife mod^ls^ adapted to 
industry standards. These may Include a one-time fee, royalties per volume or per 
unit sold, fixed fee per product (defined by catalog number or barcode), percentage 
of growth in sales, etc 



Xbe company aiarn to offer the various components of the CENTICAU^ system to 
ffte industry at atiracdve terms. We believe thai the broad appliability of the 
CEtmCAU^ system guarantees a large volume of deals that will allow the 
company to thrive. 



BUSINESS STRATEGV 



CENTtCAL^ can be implemented in an infinite number of ways. The purpose of the 
company^s busitt^s strat^ is to launch ihe system in a way thai win guarantee 
iis snowlKUIing demtopmenL 

One option is to adopt a bottom-up approach, concentrating first on selling 
nam>w-5Cope licenses for niche markets. For example, we could start by selling 
plastics manufacturers the rights to make calorie-based measurirtg ju^ for milk or 
scaled milk bottles, aimed at consumers on calorf e-countirig diets. Even niche markets 
such as diese are substantial enough in themselves and could serve as a means of 
introducing the CENTICAL^ concept to the public. Although this is definitely a 
possible route to market, vwe believe that the best way to &cecute the company's 
busines model b to adopt a top-down approach. Our intentton h to laundi ihe 
CCA^T7C41^ system on a very large scale^ starting with a wide rangs of popular 
prodmts simuUamously in a ag^ificant number ofstor^ 



For this end we mvsA to team with a major player in the food market — a large 
dttversiSed food manufacturer or a large retail chedn that wiU introdhice the 
CEfsmCAL^ system through its private label products. 



Consumers choose between the options available to them. That's why a large-scale 
be^nning is so important — making the system widely available will create the 
momentum necessary to drive the CENTICAL^ revolution forward. The company will 
endeavor to increase publicity of the CENTICAL^ system by g9ining the endorsement 
of regulatory authorities, consumer groups and opinion leaders. We assume that once 
the concept is successhiUy launched and brougfit to public aurareness, dr&te will 
be a growing market tkmand for €XNnCAiJ^ products. This demand will entice 
other potential customers (food manufactuer^, retailers and food service providers) 
to take a share of the enormous CENTICAL^ potential. We believe that CENTICAL^- 
based food products will capture a significant and growing share of the global food 
market. 

CENIRmON recongyzes that i^ ffrsf customer will be the one to carry the burden 
ofintrodudng the C&mCAL^ revolution to die public The first customer will have 
to invest both in modifying a broad range of products and in the marketing campaign 
required for the success of the project By the time other customers launch their 
CENTICAL^ products they will be tapping into the first customer's success. They will 
have to invest much less in advertising and PR since there will already be market 
demand for CENTICAL™ products, and they will be free in their choice of the scope 
on which to apply the CENTICAL^ concept. 



So Why Should Anyone Asrcc to Be the First to Launch 
CBnTTICAL™*? 



While carrying the laisesf biirden, the ffrsi gna/or player to launch CENJKIAI} 
will also reap the greats rewards. 



^ Because CENIRiTtON^s Ursi customer mil enjoy sfgnifircanf commercial 

■ CENrrRITION will offer Its first customer exclusive rights to the selected range 
of applications for the period of market penetration, providing it with a 
golden opportunit/ to expand its customer base and market share. 

■ The company will give its first customer long-term trade advantages, such as 
unique products and favored pricing and commerdal terms. 

because being the first in the market with CEMICAL^ products will be an 
important image booster, constituting a s^Uicant competitive edge in a 
tough market where profit margins are consi^ntly sloping down. 

■ The first in die market can come to be associated with the CENTICAL^*^ 
concept and be recognized as innovative, pro-consumer and pro-society. 

■ CENTICAL^ Is likely to be supported by consumer groups, opinion leaders 
and regulatory authorities. This is a great publicity opportunity. 

■ Offering CENTICAL^ products will reposition our first customer as a leader 
in the wellness^riented food marlcet. 

■ This image boost will help our first customer expand its ctstomer base and 
strengthen its relations with its own customers and suppliers. 

■ CENTICAL^ creates a unique opportunity for branding, attaching significant 
added value to our first customer's brand name. Successful branding is a 
powerful tool in the struggle for market share. 

■ Enjoying a period of exclusivity, CEh4TRmON's first customer will be able to 
present a holistic solution for wellness-oriented consumers within a short 
time-to-market, becoming a one-stop shop for this huge segment of the 
maricet 



Tire market is Homng in the CENTICAl^ dBrection, so even ifyou.don^tgei there 
erst you^ll eventually have to be there. Therels a lot to gain by taUr^ ilw lead. 



SUAAMARY 



Ihe CENTiCAL^ sysiem is a paradigm AiH that provides a holtsdc solution to ffte 
vyell^-ncoffvxed needs of a Ai^ and rapidly ffrowirsg market aNTICAL^ offers 
die food manulkciurer or rBtailer a sSngular opporimity to increase boA market 
share and profit marpns. 
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p. 36 - 

Claims: 

1 . A method of marking the content of substance of a food product 
comprising identifying on package of said food product a quantity of 
at least one substance present in said food product per a 
predetermined number of calories characteriang said food products. 

2. A food package implementing the method of claim 1 . 

3. A method of morldng a relative price of a food product comprising 
identifying on a package of said food product a price per a 
predetermined number of calories characterizing said food products. 

4. A food package implementing the method of claim 2. 
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